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JEEP INTERNATIONAL CORPORATION 
14250 Plymouth Road 
DETROIT, MICHIGAN 


TERMS AND CONDITIONS 


Jeep International Corporation Cooperative Advertising 
Program requires close adherence to the following terms 
and conditions: 


1. To qualify for the $14.00 allowances, the distributor 
must receive shipments of at least twenty (20) Jeep ve- 
hicles per model year, and submit copies of receipted 
billings and proofs of advertising (full page tear sheets) 
as evidence of his advertising expenditures. Also, he must 
submit a summary of all advertising expenditures being 
reported. Jeep International Corporation will issue credits 
to the distributor's account for 50% of those expenditures 
providing such credits do not exceed the total advertising 
credits accumulated as the result of car shipments to 
the distributor. ALL QUALIFYING DISTRIBUTORS MUST 
SUBMIT REPORTS OF ADVERTISING EXPENDITURES 
INCLUDING INVOICES AND TEAR SHEETS OR OTHER 
EVIDENCE OF THE ADVERTISING PERFORMED (RADIO 
AND TELEVISION TEXTS). 


2. The types of advertising applicable under the terms of 
this Cooperative Advertising Program are those designed 
to help the distributor sell more new vehicles and to stimu- 
late parts and service business. All advertising and promo- 
tion should cover Jeep vehicles exclusively and promi- 
nently display the approved Jeep script and/or emblem. 


Acceptable type of media include: 

a) Newspaper advertising (display and classified). 

b) Programs or special editions, including publications 
of church, lodge, fraternal and civic organizations. 

c) Local radio and television, either spot or programs 
(submit copies of text). 

d) Display advertisements in telephone directory. 

e) Displays at auto shows, sports shows, and fairs. 

f) Extra billboard posters or road signs. 

g) Participation in local parades to promote Jeep vehicles. 
h) Direct mail programs promoting Jeep vehicles and/or 
service. 

i) Theater slides and cinema commercials. 

j) Gift promotional items such as key rings, etc. 

k) Mechanical plate production costs, as well as space 
and time charges. 

|) Identity Sign Program (subject to Detroit approval.) 
3. All bills for expenditures submitted should cover charges 
for Jeep vehicle advertising only. Whenever copies of in- 
voices received cover ads in which other makes are also 
mentioned, we reserve the right to consider only a propor- 


tion of the amount of the bills as the distributor's Jeep 
advertising expenditure. 


4. Items which are considered direct operations expense, 
such as dealership tools, parts, postage, import duties, 
dealer travel expenses to auto shows and similar items, 
cannot be charged against this program. 


5. To facilitate bookkeeping and the closing of our ac- 
counting periods, it is imperative that all requests for 
credits under the Cooperative Advertising Program be sub- 


mitted to our Detroit office at the end of each quarter, 
namely, December 31, March 31, June 30 and September 7. 
Claims should include a summary of all expenditures in 
addition to invoice copies and tear sheets. 


Jeep International Corporation reserves the right to refuse 
payment of any claims received later than 90 days after 
the date the advertisement ordered was actually published 
or broadcast. 


6. Bills must be legibly rendered, since it is frequently 
difficult to translate billings in other languages if there is 
any doubt about the spelling of items on the invoices. 


7. The distributor may select the method of direct local 
advertising or promotion plan which he deems best suited 
for his needs. If local customs and/or existing supplies so 
dictate, he may even modify the theme and sales appeals 
or mentions of models and/or optional equipment appear- 
ing in the proofs sometimes mailed out from this office. 
However: 


a) Jeep International Corporation reserves the right to 
withhold credits against any distributor-placed advertise- 
ment which, in its opinion, misrepresents the products or 
policies of Jeep International Corporation. 


b) When in doubt about alterations to standard adver- 
tisement copy supplied by Jeep International Corporation, 
please write us regarding the changes proposed before 
commitment is made to the publication, radio or television 
station. 


8. All distributors are required to place their advertise- 
ments at the most favorable local advertising rates avail- 
able for the units of space or time contracted under any 
given campaign. All space and time contracts in any media 
must be strictly between the distributor or his advertising 
agency and the management or authorized agent of the 
publication, radio or television station with whom the dis- 
tributor has contracted to place his advertising. No con- 
tracts or advertisements should be made in the name of 
Jeep International Corporation without our written consent. 


9. It is essential that all distributors furnish Jeep Interna- 
tional Corporation with the names and addresses of their 
local advertising agencies and their contact men so that 
we may include them in our publicity and cooperative ad- 
vertising agency mailing lists. In this manner we can keep 
the agencies currently informed of Jeep International Cor- 
poration public relations and advertising activity. 

10. No advertising credit will be allowed on vehicles for 
which fleet allowance credit has been given. 

11. This policy supersedes any other advertising agree- 
ments written or verbal between Jeep Corporation and its 
Jeep International Corporation distributors and shall be 
effective until further notice. 


When in doubt regarding any of the points presented 
herein, please write us about it. 


JEEP INTERNATIONAL CORPORATION 
Advertising Department 
American Motors Vil 
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TERMS AND CONDITIONS 


American Motors’ Cooperative Advertising Program 
requires close adherence to the following terms and 
conditions: 


1. To qualify for the $14.00 allowances, the distributor 
must receive shipments of at least twenty (20) American 
Motors’ cars per model year, and submit copies of receipted 
billings and proofs of advertising (full page tear sheets) 
as evidence of his advertising expenditures. Also, he 
must submit a summary of all advertising expenditures 
being reported. American Motors will issue credits to the 
distributor’s account for 50% of those expenditures pro- 
viding such credits do not exceed the total advertising 
credits accumulated as the result of car shipments to the 
distributor. ALL QUALIFYING DISTRIBUTORS 
MUST SUBMIT REPORTS OF ADVERTISING 
EXPENDITURES INCLUDING INVOICES AND 
TEAR SHEETS OR OTHER EVIDENCE OF THE 
ADVERTISING PERFORMED (RADIO AND TELE- 
VISION TEXTS). 


2. The types of advertising applicable under the terms 
of this Cooperative Advertising Program are those 
designed to help the distributor sell more new cars and 
to stimulate parts and service business. All advertising 
and promotion should cover American Motors’ auto- 
motive products exclusively and prominently display the 
approved American Motors script and/or emblem. 


Acceptable type of media include: 
a) Newspaper advertising (display and classified). 


b) Programs or special editions, including publications 
of church, lodge, fraternal and civic organizations. 


c) Local radio and television, either spot or programs 
(submit copies of text). 


d) Display advertisements in telephone directory. 
e) Displays at auto shows, sports shows, and fairs. 
f) Extra billboard posters or road signs. 


g) Participation in local parades to promote American 
Motors products. 


h) Direct mail programs promoting American Motors 
cars and/or service. 


i) Theater slides and cinema commercials. 
j) Gift promotional items such as key rings, etc. 


k) Mechanical plate production costs, as well as space 
and time charges. 


3. All bills for expenditures submitted should cover 
charges for American Motors advertising only. Whenever 
copies of invoices received cover ads in which other makes 
are also mentioned, we reserve the right to consider only 
a proportion of the amount of the bills as the distributor’s 
American Motors advertising expenditure. 


4. Items which are considered direct operations expense, 
such as dealership building lighted signs, tools, parts, 
postage, import duties, dealer travel expenses to auto 
shows and similar items, cannot be charged against 
this program. 


5. To facilitate bookkeeping and the closing of our 
accounting periods, it 1s imperative that all requests 


for credits under the Cooperative Advertising Pro- 
gram be submitted to our Detroit office at the end 
of each quarter, namely, December 31, March 31, 
June 30 and September 1. Claims should include a 
summary of all expenditures in addition to invoice 
copies and tear sheets. 


American Motors Corporation reserves the right to refuse 
payment of any claims received later than 90 days after 
the date the advertisement ordered was actually pub- 
lished or broadcast. 


6. Bills must be legibly rendered, since it is frequently 
difficult to translate billings in other languages if there is 
any doubt about the spelling of items on the invoices. 


7. The distributor may select the method of direct local 
advertising or promotion plan which he deems best 
suited for his needs. If local customs and/or existing 
supplies so dictate, he may even modify the theme and 
sales appeals or mentions of models and/or optional 
equipment appearing in the proofs sometimes mailed out 
from this office. However: 


a) American Motors reserves the right to withhold 
credits against any distributor-placed advertisement 
which, in its opinion, misrepresents the products or 
policies of American Motors Corporation. 


b) When in doubt about alterations to standard adver- 
tisement copy supplied by American Motors, please 
write us regarding the changes proposed before commit- 
ment is made to the publication, radio or television station. 


8. All distributors are required to place their advertise- 
ments at the most favorable local advertising rates avail- 
able for the units of space or time contracted under any 
given campaign. All space and time contracts in any 
media must be strictly between the distributor or his 
advertising agency and the management or authorized 
agent of the publication, radio or television station with 
whom the distributor has contracted to place his adver- 
tising. No contracts or advertisements should be made in 
the name of American Motors Corporation without our 
written consent. 


9. It is essential that all distributors furnish American 
Motors with the names and addresses of their local 
advertising agencies and their contact men so that we 
may include them in our publicity and cooperative adver- 
tising agency mailing lists. In this manner we can keep 
the agencies currently informed of American Motors’ 
public relations and advertising activity. 


10. No advertising credit will be allowed on cars for 
which fleet allowance credit has been given. 


11. This policy supersedes any other advertising agree- 
ments written or verbal between American Motors Cor- 
poration and its Automotive Export distributors and 
shall be effective until further notice. 


When in doubt regarding any of the points presented 
herein, please write us about it. 


AMERICAN MOTORS CORPORATION 
INTERNATIONAL DIVISION 
ADVERTISING DEPARTMENT 


A sports car that takes 


that not all men 


Because in this world there exist married men whocrave 
a sports car with the heated, frenzied passion of any bach 
elor, we build the Javelin with enough room to seat four 

There are two high-back bucket seats in the front, like 
most sports cars. (To hold a man and his woman in selfish 
comtort.) 

And unlike most sports cars, there’s a wide cushioned 
seat in the back. (To hold a man and his woman’s children 
and/or their dog.) 

But in making the Javelin a family car, we didn’t sacri 
fice any of the performance characteristics of a sports car. 

The Javelin has a standard 232 cubic inch engine that 
develops 100 net horsepower. And optional Y-8's that 

















into consideration 
are bachelors. 


generate even more. Up to a pulse-quickening 255. 

The Javelin also has a standard three-speed, fully 
synchromesh, floor shift transmission 

An optional heavy-duty 10 inch clutch. 

A standard “twin-ball-joint” front suspension system. 

And a list of other standards and options that will get 
the Javelin from 0-60 in less than 9 seconds 

All of which should make the Javelin as appealing to 
the single bachelor as it is to the married one. 


V8 American Motors 
Javelin 





From Cleveland,O. Jon.'9,1970 TEAM. To Cleveland,O. June !2, 1970 G2FA.M. 39.659 Miles 144 doys 
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Going, down onthe East side 





U.S.A. < 

MN. / Que | 
Pe — ya New Bruns } 

e Novo. Sestio_ 

New Foundland 

Novo. Sectia. 


FAIRBANKSe 





U.S.A. 





. 
Ht 
| 
| 
i 
1 
3,254 Mi 
zg 
ree 
ao 
j 

















Deo CREEK + = TE Sr vown wr. N.Y. eon 
= CANADA = = BORT AUX BASQUE N.F. Wee 


12 EDMONTON X g ZEN SYONEY NS. 
aaa 





NORTH AMERICA 


2.Fbob Mi. 
on 
le] 











10,695 Mi. 





SOUTH AMERICA 





20.769 Miles 





ACTUAL DRIVING DAYS. 79. == 


HOURS 99452 RA A 
AVERAGE MILES/DAY 489.5 2 : 
MILES/HOURS 39.9 BUENAVENTURA’ 
(3 BORDER CROSSINGS 
20 COUNTRIES; 20 KINDS OF MONEYy EQUATOR 


2,010.1 GALLONS OF FUEL 


Coming vponthe West side 
Ushvolo 









e BRAZILIA 


cenranco | Soon 


MANITOBA 

ONT. ~ 

SAULT ST MARE Mi. 
CLEVELAND O. 





18,890 Miles 





“Before I die, 
| just wanted to show the world 
what one man 


could do with a car.” 





I always wanted to be a racing driver. 

At 18 I trained for it and I practiced at it. 
But I never made it. 

A while back I realized I could never become 
a racing driver. I was too old. 

I needed something else to turn to. 

I remembered a TV program showing a 
car team that drove up the entire western 
coast of North and South America ( You can 
see the enormity of that distance by looking 
at the map.) The trip had taken almost a 
month anda half and was a world record. 

I decided here was what I needed. To make 
the same trip they did, but to do it in less time. 

I would break their record. 

I became so excited with the idea, I decided 
to go further. 

I would do the eastern as well as the 
western coast. I’d do something nobody had 
ever done before. Make a trip around the whole 
hemisphere. 

I wrote to various corporations asking them 
to sponsor me. But no one showed any interest. 
Not even American Motors. And ironically, 

I ended up picking one of their cars. 

I chose the Hornet for two reasons. It was a 
better car for the money than any other I 
considered. And it had the biggest gas tank 
in its field. 

I set out on my trip from Cleveland on 
January 19, 1970. I ran into my first trouble 
less than a week later. 

I was rounding a curve at 7Omph and ended 
up upside down. My roof bashed in. And the 
windshield became all smashed up. I thought 
everything was over. 

Fortunately, all the car needed was some 
tape for the windshield, and I could continue. 

That was in Newfoundland, Canada. 
Down through the United States I had no 


trouble. But in certain sections of Mexico, 
Central, and South America, things were 
different. 

I was at a constant struggle with the road 
or weather. 

In areas where there were no roads, there 
vere rocks and mud and potholes. And even 
vyhere there were roads, things weren’t 
always too smooth. 

At one point in Argentina, I found myself 
and the car waist deep in water. A 5 ton truck 
had to pull us out. And throughout the trip, 
there were days when the car went through 
18, sometimes 20 grueling hours of roads a day. 

In spite of everything, I made it back to 
Cleveland with the car on June 12, 1970. 
Almost 5 months after I had started out. 

Altogether I had broken one record and set 
two new ones. 

I wrote to American Motors telling them 
what I had done and that I had done it ina 
Hornet. 

I described the ordeals, the strains, and the 
terrible conditions the Hornet had been put 
through. 

Even they were a little surprised to hear 
how well the car had stood up. But if I had 
any trouble in getting them to sponsor my 
trip, this time there was no trouble in getting 
them to sponsor my story. 


Louis Halasz 
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“ NWAGON SOME OF THE TIME. 
‘ASPORTY CAR ALL OF THE TIME. 


The Hornet Sportabout ha; a 
dual personality. 


Its wagon side is very practical. 


It has a rear lift gate to facilitate 
loading and 60.8 cubic feet of 
cargo space inside. Not to 
mention plenty of room for a 
family of five or six. 

On the other hand, it doesn't 


look like any other wagon you've 
ever seen. 

The Sportabout has a great 
sporty look. In fact, you can 
make it even sportier-looking by 
ordering the color-keyed wood- 
grain side and rear panels; the 
optional roof rack, or individual 
reclining front seats. 





So if you can't decide between 
a wagon for practical reasons, or 
a sporty car simply for pleasure, 
stop worrying. 

Americar Motors has 
combined the best of both into 
one car: the Hornet Sportabout. 


VEAMERICAN MOTORS 





LAND-ROVER, TOYOTA AND 





SCOUT MAY HAVE COPIED 
SOME THINGS FROM US, BUT 
THEY'RE NOT A JEEP” 


‘Jeep’ was the first modern 4-wheel drive vehicle. The Toyota, 
Land-Rover, and Scout were built much later. Since ‘Jeep’ was the 
first in this field, it’s not unreasonable to feel these other off-road 
vehicles copied us. 

Some of them even look like a ‘Jeep’ vehicle. But they’re not. 

No other off-road vehicle has the 31 years of experience it takes 
to be called a ‘Jeep’. 

We put our experience to use again this year, and changed the 
‘Jeep’ CJ-5 and CJ-6. Not the way they look. The way they perform. 
We added things like a shorter turning radius (in fact, our CJ-5 has a 
shorter radius than any other off-road vehicle), a longer wheelbase, more 
power options. And we increased the capacity of the fuel tank and 
cooling system, the axles, springs, brakes, clutch, and transmission. 

So, if you’re in the market for a 4-wheel-drive vehicle, see your 
local ‘Jeep’ dealer. 

Take a ‘Jeep’ for a drive. Performance is the best way to really tell 
“us” from “them? 


*‘Jeep’ is a registered trademark of Jeep Corporation. 
In local assembly areas, certain equipment items may not be available. 


31LYEARS 
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THE MODERN OFF-ROAD VEHICLE. 
WE MADE IT FIRST. 
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THE MOST IMPORTANT — 
DIFFERENCE BETWEEN MODERN 
OFF-ROAD VEHICLES IS 
SEVEN YEARS. 


We began making 4-wheel-drive vehicles in 1941. 

Land-Rover started seven years later. And others started as 
much as 20 years after we did. 

That gives us a big edge over Toyota, Scout, and Land-Rover. 

It’s called experience. We have 31 years of it. Which gives us 
the ability to make one of the most exciting 4-wheel-drive vehicles in 
the world. 

Take a look at this year’s ‘Jeep’® Commando. The first thing 
you'll notice is we changed the way it looks. But since we know you 
don’t buy an off-road vehicle just because it looks nice, we also added 
a few big performance features. Like a longer wheelbase, wider tread, 
more power options, and increased capacity for our axles, springs, fuel 
tank, cooling system, brakes, clutch, and transmission. 

So, if you’re in the market for a 4-wheel-drive vehicle, see your 
local dealer about the new ‘Jeep’** Commando. 

You'll find it’s at least seven years ahead of its competition. 
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*‘Jeep' is a registered trademark of Jeep Corporation. Jeep International Corporation 
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A1972 ‘JEEP’ IS SEVEN 








LAND-ROVER. 


In 1941 we built the first of the modern off-road vehicles. Land- 
Rover came seven years later. Then came Toyota, Scout, and the rest. 

Right now, we have 3] years’ experience building off-road vehicles. 
And it shows. Take our 1972 ‘Jeep’® Wagoneer stationwagon. For 
smoothing rough rides, its got a more comfortable interior; for safety, 
a convenient instrument panel; for longer life and quieter operation, a 
new power steering, plus one of the biggest payload capacities of any 
off-road vehicle in its class, and great options like “Trac-Lok” differential 
and a dual master cylinder. 

But all this doesn’t mean the Wagoneer stationwagon has 
changed. It’s been refined. With the kind of refinements that come 
after 31 years of experience. 

For safety, ruggedness, and durability, see your local dealer about 
our ‘Jeep’ Wagoneer stationwagon. 


No matter how great a ‘Jeep’ we build, we always find ways to 
make it better. 


YEARS OLDER THAN A 197 








TOYOTA ‘JEEP’ SCOUT 
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THE MODERN OFF-ROAD VEHICLE. 
WE MADE IT FIRST. 





*‘Jeep’ is a registered trademark of Jeep Corporation. 
In local assembly areas, certain equipment items may not be available. 
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Follow any modern off-road vehicle back far enough and you’ll 
find a ‘Jeep’® We were first. We started in 1941. Way before Land-Rover, 
Toyota, and Scout. 

The one thing none of these other off-road vehicles can copy is 
our experience in putting together one of the most exacting off-road 
vehicles in the world. 

You can see it in our ‘Jeep’ Truck. It’s now available in 6 differ- 
ent models. Two models with-a 120-inch wheelbase, and 4 models with 
a 132-inch wheelbase. That means you can now get a more maneuver. 
able, shorter wheelbase model with a larger carrying capacity. Besides 
numerous power options, this year’s ‘Jeep’ Truck also features a new 
power steering pump for longer life and quieter operation. 

We'll be the first to admit it, there is no big change this year. 
When you’ve been making off-road vehicles as well as we have, as long 
as we have, there’s no need for big changes. 

For greater payload, ruggedness and durability, see your local 
dealer about our ‘Jeep’ Truck. 

No matter how great a ‘Jeep’ we build, we always find ways to 
make it better. 


BEHIND EVERY MODERN 
OFF-ROAD VEHICLE THERE'S 
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THE MODERN OFF-ROAD VEHICLE. 
WE MADE IT FIRST. 





*‘Jeep’ is a registered trademark of Jeep Corporation. 
In local assembly areas, certain equipment items may not be available. 
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